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Marketing Mindset Mastery 
 

Session One: 

 
Programming Yourself For Success and 

Discovering Your Best Market(s) 
 
 
 
Mark: Hi, this is Mark Hendricks. One of the things that I asked everybody to do 

was to get to the web page and download a few different eBooks to read.  
 

In particular, the first one we are going to talk about is Think and Grow 
Rich, by Napoleon Hill. Of course, this is a success classic that has been 
around for years. 

 
 A lot of very successful people have attributed their success to reading 

this book at some point in their life and putting these principles into 
practice. The homework is to learn what motivates other people to take 
action.  

 
 The best way for you to learn how to get other people to take action is to 

learn how to motivate yourself to take action. That is why I want you to 
read, especially Think and Grow Rich, Scientific Advertising and The Story 
Of Obvious Adams. 

 
 Let’s start with Think And Grow Rich. You should have downloaded the 

worksheet for tonight’s session and have it printed out so that you can 
follow along and fill in the blanks. You will notice that I did not ask you to 
read the whole book. I just wanted you to read some of the excerpts.  

 
 If you have not done that, then please go back and do that so you get the 

groundwork that we are going to be talking about here tonight. 
 
 All achievements, all earned riches have their beginnings in an idea. Fill in 

the word “idea.” There is an incredible truth in what Hill discovered in 
talking to all these people that he interviewed over the years and recorded 
in his book.  
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 The idea is the thing. The idea is the thing that people will latch onto and 
buy. You may have experienced at either a website or speaking to a 
salesperson, or reading an ad in a newspaper, magazine, radio or 
television, whatever the medium of communication is, they present the 
information and you say, “I don’t get it. I just don’t get it.” 

 
 That’s because they don’t have a real good idea for you, the consumer, to 

latch onto. That’s one of the most important things that we can learn. The 
idea is everything.  

 
 The next concept that Hill talks about that I wanted you to pick up on is 

“You are the master of your fate, the captain of your soul because you 
have the power to control your thoughts.” Now, we are probably the only 
animal on earth that has that ability. 

 
 That’s an incredible ability. Unfortunately, most humans don’t do it. Most 

humans let their thoughts be controlled by somebody else. What I would 
like to emphasize to you to build your success is that you need to control 
your own thoughts.  

 
That way you can steer your ship.  

 
 You can be the captain of your fate.  
 

“Your dominating thoughts guide you to the forces, the people and the 
circumstances that will lead you to your goals and success.”  

 
 Whatever you think about, those are the things that you notice. Those are 

the things that will be attracted to you and you attracted to them. It’s very, 
very much a magical, magnetic field if you will.  

 
 Let’s say you want to buy a red car in a certain make and model. Have 

you ever noticed when you are driving around all of a sudden you see that 
make and model of car in that color red? 

 
 It is because your awareness level picks up and your brain starts vibrating 

at that and you just see a lot more. It is the same thing when you become 
aware of your goals whatever they are. You will start realizing it. It attracts 
to you as you attract to it.  

 
 I believe it is just part of a force of nature that happens.  
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Let’s talk about people. It’s the same thing. If you start searching into 
things you will find people who are either experts in it or also interested in 
it. 

 
 You will hook up with these people and develop some kind of relationship 

with them; maybe a student-mentor relationship, a partnering situation, 
learning and sharing ideas or just enjoying their company. By doing so, it 
helps you solidify all those concepts in your brain.  

 
 The circumstances, by focusing on your thoughts and dominating your 

thoughts with whatever goal you have, those circumstances which will 
help you move forward present themselves to you almost magically. 

 
 Doors open that you never would have expected before. It is because now 

you are looking for it. You are expecting it and your brain is vibrating to 
where these things happen. All these three things will lead you to the 
goals and your success.  

 
 Another section talks about the six-step process to achieving anything you 

want. The first “G” stands for goal. You have to decide what you want. 
Once you decide what you want it’s a lot easier for things to start 
happening.  

 
 The second item is you have to decide what you’re willing to give to obtain 

that goal. In other words, what you’re willing to give to other people, what 
you’re willing to give of yourself, what you’re willing to give back to the 
world; you’ve got to give something to be able to get something.  

 
The third thing is you must have a definite date of the time you want to 
acquire it or have the job done. You can also write down the word 
deadline.  
 
Humans tend to work better when they have some kind of a deadline; 
where there is a commitment made and you know you have to get the job 
done and you will do everything you possibly can to come in at that time 
frame.  
 
The fourth item; come up with a plan to get you to that goal. We could talk 
about that for a long time. That is a whole other session, but basically you 
start at the end and work backwards to where you are. It’s a lot easier to 
do stepping stones that way rather than trying to start where you are at 
and trying to meander your way toward the goal. The best thing to do is to 
set the goal and then break it down into little baby steps so that one by 
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one, step by step it’s very, very easy to obtain… you are not trying to do 
much in one piece. 

 
 The fifth step is to write down everything you decided in those first four 

steps, that way you are committing it to paper…you are using a couple of 
sentences to do this. That brings us to a couple of things we are going to 
talk about through the course of this study over the next few weeks and 
months. One of the things you want to be doing is using as many senses 
as possible to build this into your mindset. 

 
 I mean visually, orally, by hearing and physically by writing it. Experience it 

anyway that you possibly can to build this into your brain to get the 
mindset of success and the mindset of the activity that you are trying to 
accomplish.  

 
 Number six: Write this out so that you can see it and look at it every day 

so that it is always in front of you, so it’s haunting you. You kick yourself in 
your butt instead of having somebody else do it. You have your goals set. 
You work on those goals day in and day out.  

 
 The next concept I asked you to look at was a little poem that was in that 

book. It said, “I bargained with life for a penny.” You can read about that 
poem in that book. Basically the concept is that you get to decide what 
your life is worth by deciding what worth you give to others.  

 
What value do you present to others?  
 
By presenting that value to other people you become valuable and your 
worth goes up to them. 

 
 Then life will pay you anything you ask by helping others.  
 

The other concept that Hill discovered was that every adversity brings with 
it the seed of an equivalent advantage. Within every problem, within every 
dark cloud there is a silver lining. For every downside there is an upside. 
We just have to look for those and discover them.  
 
Here’s a quote that I said many years ago…  
 

“Problems have solutions. They are made that way.” 
 
 That is one belief system that I would like to encourage you to take on. 

Anytime you have problems there are ways around them. There are 
solutions. We just have to keep going and going and going.  
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Three important words are desire, faith and action; if you miss any one of 
those three you will not hit the goal and have the success.  
 
Probably the most important part is the action part. You can desire and 
want, you can believe all you want to but boy if you don’t get busy you will 
not get there.  
 
On pages 57 and 58 of the Think and Grow Rich eBook, Hill talks about 
the self-confidence formula. I would like you to go back and read through 
that again and get a feel for that.  

 
 There was another poem that Hill put in his book. I call it “The Man Who 

Thinks He Can”. Sooner or later the man who wins is the man who thinks 
he can. I cut that out some 20 years ago and framed it. I see it every day. 
Anytime I feel I’m not getting anywhere, I read that poem again and 
believe and think that I can. That has made such a big difference in my life 
and the lives I know of many, many others. 

 
 There are two types of knowledge that Hill talks about; general knowledge 

and specialized knowledge. As you can imagine, specialized knowledge is 
the knowledge that sells better. That is why brain surgeons make more 
money than general practitioners. That is why anybody who is a specialist 
in their field attracts and dictates higher prices from their customers. They 
have knowledge that other people don’t have. 

 
 They have worked harder. They know more. They have more experience.  
 

That is the kind of person you want to be with the knowledge that you 
attain.  
 
Page two of our worksheet; knowledge is useless unless it is organized 
and intelligently directed through a practical plan of action toward a 
definite goal.  
 
Once again these words come into play, specifically action.  
 
Circle that word; action, action, action and definite goals. 

 
 You have to know what you are trying to do. What you want to do. What 

you desire to do. Believe that you can do it and get busy, get busy, get 
busy toward that goal.  

 
The missing link to using the power of knowledge for most people is to 
organize it and put it into action after you acquire it. A lot of people acquire 



__________________________________________________________ 
 

SmallBizSuccessCoach.com 
© Mark Hendricks and Hunteridge, Inc. – All rights reserved. 

Page 6 

knowledge, but it just knowledge for knowledge’s sake. It is like professors 
in college. They are there for the education and knowledge. To apply it 
and make it practical is how you are going to make money with it and 
make a whole business out of it.  
 
Remember to take the knowledge that you learn and organize it. Put it into 
a plan towards a specific goal and take action.  
 
Let’s talk about imagination. Imagination is a lot fun. It’s fun to hang 
around with kids because they are so imaginative. They don’t have any 
limits set on themselves. 

 
 Find yourself a four year old in your family and go hang out with them. 

Take them to the movies or take them to a park and see how they see the 
world. Get your imagination stirred a little bit.  

 
There are two forms of imagination. The first is synthetic. This is the 
combining of other pieces into something new. And the creative 
imagination is being original and inventive. 

 
 I am going to suggest to you to spend most of your time in the area of 

synthetic imagination. Take things that people have already done and 
make improvements on them. Make it bigger or smaller, faster or slower, 
more color, less color. Whatever the variations, more, less, big, small, fast, 
slow, heavier, lighter, more expensive, less expensive, all these variables 
that you can build into the product or service. Being creative is a lot of 
hard work. There is a lot of head banging against the wall when you are 
trying to be completely original and inventive. 

 
 There is an old saying, “Don’t try to reinvent the wheel.” I think it is 

absolutely right. It is usually much, much easier to look around and see 
who else has wheels and then come up with a variation on that theme to 
present a better wheel to the world.  

 
Let’s talk a little bit about the mastermind. One of the biggest benefits you 
are going to enjoy is working with positive, like-minded people who have 
goals. 

 
 These are people who are willing to step up to the plate and take action to 

achieve those goals.  
 

One of the things that I mentioned was this concept of hot seats. Many 
times when I go to speak at a seminar, boot camp or workshop, we have 
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what are called hot seats. Someone will come up and talk about their 
business and people will tell them what they think. 

 
 Many times it turns into a situation where the person in the hot seat gets 

defensive. In some cases it turns negative because people start tearing 
ideas apart. What I would like us to experience is the opposite where it is 
a very positive experience, where it is more of a mastermind, helpful 
approach. Where somebody gets to present their idea and then everyone 
else helps come up with even more ideas from their own experience and 
background.  

 
 I have done this with 20 business owners in a workshop setting. One 

fellow that I remember in particular was talking about his business. The 
other people in the group told him everything that they did not like, not 
about his business, but about his industry. He just busily took down notes 
about this. They were not attacking him, they were saying, “You know 
when I buy this product or service here is the thing that I can’t stand.”…  

 “Here are the things that I don’t like.”  
 

He took down notes voraciously on this. I talked to him about three 
months later. He implemented almost everything he possibly could from 
that half hour session and he doubled his business within three months. 
 
That’s a terrific, terrific example of how positive masterminding works. 
That’s one of the things you are going to experience. 

 
 The next concept is a winner never quits and a quitter never wins. Those 

are some very, very true words. I really believe this. You saw in the sales 
letter that I asked you not to sign up if you are a whiner, a quitter or 
excuse maker. None of that is allowed. Once we start we are going to 
finish. I wanted winners. I didn’t want anybody to bring everybody else 
down.  

 
I congratulate you for signing up.  I am glad you are part of our team. I am 
looking forward to a real positive experience myself as well as I know 
everyone else is too.  
 
The other concept that Hill talked about is what he calls the QQS Ratio. 
That stands for quality, quantity and spirit.  
 
Quality is making sure you are providing a product or service that is better 
than the competition. If you were the customer, what are all the great 
things you would want out of your product or service? 
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 Build that in there so it is way above and obvious that you are better than 
the competition.  

 
Quantity of service; what kind of value are you providing to your 
customers and the buyers of your product or service?  
 
Are they benefiting more than what they are paying you? That is probably 
the best question you could possibly ask.  
 
Are you asking somebody to pay more than what they are really getting as 
far as benefits or are they paying less than what they ultimately get as the 
ultimate benefit to them? 

 
 That’s how you want to structure your business; so you are benefiting the 

customer more than what you are asking them to pay you.  
 

Spirit refers to the spirit of your business. One of the concepts that I 
always like to instill in people is make sure you are a person who lifts 
people up rather than puts people down. It is basic human traits and 
characteristics that explain why many people would put a foot in their face 
rather than reach down and grab them by the hand and help them. 

 
 Always, always, always be a person who helps people up who want help 

and are taking action to move ahead.  
 

One of the big reasons I do this is because I always want to associate with 
winners. There are winners above me. There are winners at my level. 
There are winners that are coming up the ranks. One of the smartest 
things that you or I could do is find as many winners as possible at 
whatever level they are at and associate with them because that will only 
help you in all your activities too. 

 
 Let’s talk about making decisions. Successful people make decisions very 

quickly and change their minds very slowly.  
 

The worst thing we can do is procrastinate. Most people can’t make 
decisions. They go through all the considerations; they think about, they 
think about it. But the problem is they are not really thinking about it 
otherwise they would actually make a decision and do something. 

 
 The big cure for procrastination is a little phrase you should always 

remember.. “Do it now”. Anytime there is something to do and it pops in 
your head tell yourself, “Do it now, do it now, do it now.” Most things don’t 
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take long to get done. You will develop this habit of getting things done 
very, very quickly.  

 
Many people are amazed at how much stuff I get done in the amount of 
time I have to work on it. It is because I focus very, very intently and tell 
myself, “Do it now”. Don’t let other stuff get in the way. Focus on what the 
task is at hand and get the job done.  
 
The next line to fill in is; learn to be persistent. This is one my most 
positive traits and I hope to instill this in you too. You have to be tenacious 
and persistent in your pursuit of your success and goal. I don’t mean you 
have to be crazy about it, I mean you need to keep working at it. 

 
 Don’t take no for an answer. Know what your goal is and keep focused on 

going in that direction.  
 

The subconscious mind; I am not going to go into detail. There are a 
couple of chapters in Think And Grow Rich that I would like you to read on 
this to get up to speed on that. I will offer you a couple of concepts though.  
 
Your sub-conscious mind is always on. It is always working and it does 
whatever you consciously feed it. 

 
 You can consciously feed it good thoughts or you can consciously feed it 

negative thoughts. You can consciously feed it nothing. It will do all three 
of these things very, very well. It is a terrific success tool if you only bother 
to learn how to learn use your subconscious mind. In that particular 
chapter on the subconscious mind Hill lists seven positive emotions and 
seven negative emotions. 

 
 Not only do you want to learn how they work in you, here is a little gold 

mine that he has set for you by creating this list. These are the major 
motivating emotions of the human being. When you are trying to sell the 
customer your product and services, wouldn’t it be nice to know the seven 
major motivators positive and the seven major motivators negative to help 
communicate what you are trying to do for the benefit of your customer in 
solving their problem or helping them attain a goal? 

 
 The seven positive emotions; the first is desire, the second is faith, the 

third is love, the fourth is sex, the fifth is enthusiasm, the sixth is romance 
and the seventh is hope.  

 
One of the things almost too easy to sell and you see it all the time, is 
hope. People are always hoping for the next thing and striving to achieve 
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their goals. If you are selling hope, I would encourage you to make sure 
you are not selling false hope. Be on the positive side of things. 

 
 The seven negative emotions: The first is fear, the second is jealousy, the 

third is hatred, the fourth is revenge, the fifth is greed, the sixth is 
superstition and the seventh is anger. These negative emotions basically 
paralyze you and keep you from moving forward. If you ever get into these 
negative states you will have to flip these negatives over to their positive 
correlation before you can expect to move forward in your life. 

 
 An interesting thing about your brain that Hill brings up, and I believe it is 

absolutely true, is your brain is both a transmitter and a receiver of 
thoughts and ideas. Whatever you think about broadcasts out in the world 
and other people, other circumstances and other things will vibrate back to 
you. You will receive that back from that world. That is why you 
communicate with something much bigger than you into even something 
more than we have going on here, is you are tapping into this super 
mastermind that is in the universe to where things are attracted to one 
another that are vibrating at the same kind of speed, the same kind of 
domain, the same type of thought process, the same market niche…all 
these things work together.  

 
Thought impulses begin immediately to translate themselves into their 
physical equivalent whether those thoughts are voluntary or involuntary. 

 
 We talked about the subconscious mind. You can feed it specific things 

you want it to work on or it will come up with things on its own to work on. 
Make sure you are using it on a voluntary basis.  

 
The next line says, “Be careful what you think.” You notice in the eBook 
Think and Grow Rich “think” is one of the words in the title. If you read that 
book carefully you will see the word “think” probably used more than any 
word in that whole book. 

 
 Most people I have found don’t bother to think. That is why they don’t get 

anywhere.  
 

Let’s talk about a few success killers; worry and negative influences.  
 
I would suggest that worry is a crippler. It is very, very hard to be creative 
and move forward if you are worrying about things. You have other people 
that want to put pressures on you because that is what they want and they 
are working on their time tables. 
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 Sometimes if you are in a worrisome situation you have to tell people to 
back off; you have situations you have to deal with. They will be able to 
get on your front burner at a later time. Give yourself some breathing room 
so you can work on things that get you to where you want to go so you 
can deal with those situations.  

 
Negative influences; if you have people or situations in your life dragging 
you down you are going to have to make some adjustments or have some 
discussions with those people.  

 
 Do not let that influence your thinking or poison your well. Always, 

associate with positive people, people who encourage you, people who 
are also taking action 

 
Some years ago I worked with a gentleman. He had one saying on the 
wall of his office that everybody could see when they walked in and out of 
his office.  
 
It said, “Results, not excuses.”  
 
That was what he was after.  

  
 He was not a real slave driver about things. He just wanted people to 

know he did not want to hear about the excuses, he only wanted to see 
the results. You just keep working at it, working at it, working at it until you 
get the results.  

 
There is a line that I noticed in the movie Star Wars. I can’t remember if it 
was the first or second movie. It was the little Yoda guy, the little guru 
fellow that helped Luke Skywalker learn how to sword fight.  

 
 They were out working together one day and Yoda said to Luke 

Skywalker, “Do or don’t do. There is no try.” That one just came right out 
of the picture screen at me. I have always remembered it and have 
passed that on to anybody who would listen.  

 
 I would like to take a little break from speaking and if anybody has any 

particular comments they came up with in their reading of the excerpts 
Think And Grow Rich, press six and share those comments right now. 

 
 Everybody else listen to them.  
 
Participant: I just wanted to say as far as all this goes, I think you are absolutely 

correct that the actual best thing you can ever do is take action out of the 
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Think and Grow Rich. If you don’t take action, you will never get 
anywhere. You will just get the same old results from not doing anything.  

 
Mark: That’s right. Doing nothing gets you a whole lot of that. Doesn’t it? 
 
Participant: Right, that’s my little feedback. 
 
Mark: All right, who else? 
 
Participant: I have to agree. I was very delighted when I saw that we were starting with 

something like Think And Grow Rich. I think for a program like this, what 
we are starting to accomplish, what we are accomplishing – we have to 
have the mindset. 

 
Mark: Yes, it is very much a mindset and a belief system mixed with the faith that 

you can pull it off and the idea that you have got to take action on your 
desires and your faith otherwise it is not going to work.  

 
 I don’t know all of your religious slants but there is a passage in the Bible 

that says, “Faith without works is dead.” That is the same concept. This 
concept has been around for thousands and thousand of years. It’s only a 
few people, percentage wise of humanity, really picks up on this concept.  

 
Participant: My big thing is when you take action it doesn’t mean that action is going to 

give you the desired response that you want. Being in movement or in 
motion; when you are in the game more things can happen. Making 
course corrections is a part of the whole action. People get afraid to make 
mistakes and anybody that wins understands mistakes are part of the 
game.  

 
Mark: That is a really good point you bring up. I learned something when my son 

was an infant. I was watching him learn to walk. When Jon was learning to 
walk the thing I always noticed he would stand up and start taking a step 
and he would fall down. What I noticed was he would fall forward. He had 
momentum of going step by step. At first it was almost a step and he 
would fall down. 

 
 But by golly, he was a couple of inches closer to where he was trying to 

get. Mom and I had our arms out and we were trying to get him to walk 
back and forth between us. It was such an inspiration to watch him learn 
to walk. He would always fall forward toward his goal. I think that speaks 
to what you just mentioned. Thank you. Let’s talk about Scientific 
Advertising real quick. 
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 Some of you, I am, sure have read Scientific Advertising. It’s a classic by 
Claude Hopkins. It has been around for 80, 90 or 100 years now.  

 
Most people give it a quick glance and they don’t really see the magic that 
Hopkins laid out there for you. He wrote in a very, very quick bulleted 
style. A little sentence he wrote about you could talk about for an hour.  

 
 I don’t have time to get that detailed with it but I wanted you to read 

chapters one, two and three. I would like you to stick with chapters one, 
two and three for a few weeks. You will see me come back and ask you to 
re-read those chapters.  

 
Michael sent a note to me either yesterday or today saying he would 
appreciate it if we talked about note taking. As we read we glaze over 
because there is so much information… I know you all read a lot, and I 
read a lot.  
 
Here is one of the tricks for note taking; make sure in this case to print 
these eBooks out so you have a hard copy. Get away from your computer 
and spend some time out in the park under a tree. Enjoy some quiet time 
in the sunshine and get some fresh air. Get away from your computer for 
gosh sakes.  
 
Take a pen with a notebook and paper with you.  

 
 For each paragraph you read in the side margin, write down one, two 

maybe three ideas that the paragraph sparks. Use it almost like a little 
mastermind session; the author and yourself. As you read you are 
communicating with that person who lived so many years ago and had 
these thoughts. You are actually having a one-on-one experience with 
them by writing down your thoughts in response to what they are telling 
you. 

 
 I think some magical things will happen with your imagination both on a 

synthetic basis and a creative basis. I think you will find that very, very 
valuable.  

 
Let’s start with chapter one; How Advertising Laws Are Established.  
 
Three quick bullet points that would be good to learn… Learn from the 
successes and failures of others and model success. This is absolutely 
the quickest way, the quickest way for you to get ahead. 
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 Do not try to reinvent the wheel. Go look for models of success, people 
who are already successful and figure out what they did. You may have to 
contact them, you may have to study with them and you may have to copy 
what they did and emulate them. I certainly don’t suggest that you 
completely steal their ideas and sell them as your own. We have 
apprentices and mentors to model success. I have had mentors… I’ve 
been the apprentices of other people along the way.  

 
One of the greatest things I have done is gone back 80 to 100 years to 
find people like Claude Hopkins and others like him that I study to see 
where these advertising and marketing principles and success principles 
came from. Many things happened in the early part of the 20th century.  
 
The second point is Testing.  
 
By testing your marketing, advertising and business ideas it will yield the 
secrets of what really works.  
 
You can guess... you can throw stuff against the wall to see if it sticks.  
 
But unless you are measuring the results you will not know exactly how 
much it cost you to try something or how much it comes back to you in 
returns. What kind of results could you have if you tweak this and you 
tweak that?  
 
I mentioned on the call one of the apprentices that talked about some of 
the work I did with him. We changed one thing. His sales went up 350%. 

 
 All we did was move his sales copy up toward a little blank space he had 

on the sales page. That is the only thing that changed on the sales page. 
We changed the type-set color. That doubled his response.  

 
I have had situations where I have changed two words on a sales page 
and the response has gone up 300%. It is just amazing what little, itty, 
bitty changes can leverage up the sales and lead response you get to your 
offerings. By testing we eventually find out what works and that becomes 
part of our arsenal.  
 
The last item in chapter one is No Gambling Allowed.  
 
Only after testing do you roll out in a big way.  
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I think it is very foolish to risk money on advertising and marketing if you 
don’t know it works. You don’t want to gamble with your money, as far as 
trying to get your business going.  
 
You want to little by little test, tweak, test and tweak until you start getting 
the results that you know if you spend $1, you are going to make $1, $2, 
$3, $5, $10, $20 or $100. Those are the kinds of results you want before 
you start laying down a lot of money rolling out in a big, big way.  
 
As you will see in reading Hopkins and some of these old timers, they 
would use test cities. They would test a certain city to see how the people 
responded. Once they got it working in that city they would roll out their 
newspaper ads all over the country. They would do it slowly and build and 
build and build. That way they could build their business out of profits 
instead of risk capital. It’s very, very smart to do it that way.  
 
Chapter two is titled Just Salesmanship.  
 
This is an incredibly great chapter. There are so many jewels here as far 
as just his little sentences.  

 
 The first concept in advertising is salesmanship multiplied. The concept 

that it should be is you have a salesman who is talking to a consumer/ 
prospect/buyer one-on-one and what you want advertising to do is exactly 
the same thing. Now you get to put your message out in front of 
thousands or tens of thousands or millions of people and have the same 
affect as if you were doing it one-on-one.  

 
The problem is when people start advertising they forget about the one-
on-one experience. They start advertising to the masses instead of 
targeting very specifically to that person. 

 
 The concept to understand here is you are only going to make a sale one 

person at a time.  
 

Your advertising has to be targeted to one person at a time even though 
thousands or tens of thousands or hundreds of thousands or millions of 
people have the opportunity to see it. They are still reading, hearing or 
listening to your ad one person at a time.  
 
Always remember, your advertising and marketing needs to be one-on-
one even though multiple people can end up reading it or seeing or 
hearing it.  
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 One other thing that he talks about is even if you have a salesman you 
want to hold your advertising and marketing responsible for results. If you 
had an employee who was getting paid “X” amount of dollars from you and 
they were not producing any results, you would not have them as an 
employee for very long. You would get rid of them and find somebody else 
who can produce results for you.  

 
It’s the same with your advertising. 

 
 You want to see that advertising produce results. You just don’t want to be 

putting money out thinking that you are doing something. You actually 
want to be putting money out that is actually producing income and sales 
coming back to you. Always hold your advertising accountable.  

 
 Another question becomes should we use long or short ads?  
 

I will tell you now that a lot of people who would read your ads that aren’t 
really interested in what you are selling would say short ads are better. 

 
 It’s just because they are not interested and they do not want to read it.  
 

If you are really interested in the topic you really want to know everything 
possible about it before you make a buying decision. That’s why long ads 
work. That’s why you see long sales letters. If you had a sales person out 
trying to sell your product or service would you want to tell them, “Well you 
only have 15 seconds and that’s it.” … “Take your best shot and if the 
person doesn’t buy in 15 seconds, then just give up.”  

 
No, of course you wouldn’t do that. You would want that sales person to 
give their complete presentation to completely define all the benefits the 
customer gets. Take them all the way through the story of all the details, 
all the benefits, all the features, what’s in it for that customer, the pricing, 
the guarantees and any little bonuses you are throwing in… you will see 
how this correlates to a sales letter immediately.  
 
That’s what the sales letter is for in direct marketing. It is to take the place 
of the salesman.  
 
Whether it is a long or short ad the answer is whatever works.  
 
What we do is find out by testing.  
 
Sometimes you may write a longer letter and you may find out if you cut 
out some parts it may actually sell better than the long letter. 
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 Or, you may think you have a long letter and by adding more detail and 

more detail and more detail you find out that you sell even better.  
 

We talked about Communication a little bit.  
 
Communicate to many as you would one to one. Let your advertising be a 
salesman to thousands of people at once.  
 
Importantly, understand the buyer’s view of things.  
 
This is the hardest thing for us to do because we are also human. We are 
also selfish.  
 
One of the techniques and quite frankly talents that I hope you working 
with me is the ability to understand your buyer’s perspective.  
 
What do they want?  
 
Instead of focusing on what you want out of the deal which is the sale. 
You want to find out what the customer wants. The end results, the 
benefits they will dearly cherish from your product or service. 

 
 So that indeed they will do what you want; which is to buy your product or 

service. But if you think only about that you will not sell nearly as much as 
if you focus on what the buyer wants to get out of the transaction.  

 
The next concept he talks about is Selling People What They Already 
Want.  

 
 It is very hard to educate people as to why they should buy something. It 

is so much easier to find people who already want something, already 
know they have a problem, or how to achieve a goal. Those are the kind 
of people you want.  

 
Lastly in that chapter, Don’t Advertise To Please The Seller (which is you); 
Advertise To Please The Buyer. 

 
 That is the person who is going to give you their money in exchange for 

your products or services.  
 

Chapter three is titled Offer Service. We talked about this for a moment 
two or three lines up. People are selfish and always asking, “What’s in it 
for me?” The radio station that everybody is tuned into is WIIFM - What’s 
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In It For Me. We are all asking that of any deal or any offer…we are 
reading it through the eyes of our experience as a buyer; what’s in it for 
me?  
 
That’s all I care about. I am a selfish human. I want to know what I get out 
of this deal. I really don’t care what you get out of the deal. I am selfish. I 
want to know what I get.  

 
 You as the seller have to focus on that. Get yourself on that side of the 

table and understand what that buyer is really wanting and desiring. As 
the seller you can’t be selfish. You always have to be asking what’s in it 
for my customers. Therein lies your success.  

 
Another technique that really helps is to give people a sample. At the food 
court in the mall, you get a little sample of food. You decide whether you 
want it or not.  

 
 A couple of days ago I did a preview call for this series. It gave people a 

little sample of what’s coming. It is another way to educate people who are 
already interested in what you are talking about and maybe give them a 
way to interact with some of the people who have already done it so they 
can experience what they are about to buy into.  

 
 Let’s talk about The Story Of Obvious Adams for a moment.  
 

This is a terrific old story. It is one of my favorites.  
 
The reason old Obvious Adams was successful was he could really 
understand the buyer’s viewpoint. That is one of the greatest lessons of 
that book; understanding how the buyer feels about things and what they 
are looking for.  
 
The other thing he was very good at was using common sense. 

 
 There is a quote I have heard from somebody, I can’t remember who it is, 

“There is nothing as uncommon as common sense.”  
 

He was always good at telling the complete story. He did not leave 
anything up to the imagination. He would always give them every reason 
why, every benefit of the product or service that he could think of so they 
could completely understand what’s in it for them. 
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 There is an old saying and I am sure you catch yourself saying this when 
you are trying to explain something to someone; you will say, “Well it goes 
without saying.”  

 
You just do that off the cuff because you don’t want to go into all the 
details. However, when you are working in sales and getting people to 
buy, believe me, nothing goes without saying.  
 
You have to explain everything. 

 
 You have to give all the details, all the reasons why somebody should be 

interested in buying. You have to give all the benefits to them.  
 

If you don’t give them all the reasons why they may come up with their 
own reasons why and they may come up with the wrong reasons and end 
up buying from somebody else.  
 
You want to make sure you tell your full story. Give them all the reasons 
and nothing goes without saying. 

 
 Another concept that obvious Adams gives us is the ability to listen to your 

customers and people who understand your customers.  
 

Talk to people and see how they feel about things. Not so much how they 
think about things rather how they feel about things. People always buy 
with their emotions and justify with logic later. I don’t care who it is. We are 
all humans and we are all driven emotionally on a very, very low level. 

 
 All of our actions are dictated by our emotions. Then we superficially 

justify all those decisions we make with logic.  
 

Lastly, look for the obvious – not the secret.  
 
There are no secrets.  
 
It’s only uncovering the obvious, the things that work.  
 
That would be terrific if you would circle that phrase. Look for the obvious 
things that work, the very commonsensical things that work.  
 
Don’t go chasing secrets.  
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 Press button six if you have any comments on either Scientific Advertising, 
some the things you may have picked up during your reading of The Story 
Of Obvious Adams.  

 
 Does anybody have any thoughts to share? 
 
Participant: I was amazed by both of those articles because obviously, they were 

written a long time ago, but the challenge for marketers is still the same. 
Despite all of our self-centered thinking it is the same from the customer’s 
point of view. To really explore where the customer is sitting and words 
the customer uses, that’s the challenge then and that’s the challenge now. 

 
Mark: I think it was that way 5,000 years ago and it will be that way 5,000 years 

from now also. Humans really have not changed as far as their emotional 
structure goes. Those seven positive emotions and seven negative 
emotions have been with us forever. They will always be with us. The only 
thing that changes is the technology, the communication channels, the 
Internet. 

 
 Years ago, it was television and radio, and prior to that, newspapers, 

books and town criers hundreds of years ago. The communication 
channels have advanced obviously, but the techniques and strategies to 
show the buyer the benefits of your offer are always going to be the same. 
That’s what I really see everybody missing the most.  

 
That’s why I am going to spend so much time hammering this early in our 
sessions together. To get our mindset away from the technology and the 
tools so much; that will come later. You must have the groundwork of how 
to communicate that message, especially seeing the world through the 
eyes of your customer and your buyer and what their wants are. That’s the 
big secret.  

 
Another question? 

 
Participant: What I liked about The Obvious Adams Story was that he wasn’t really 

fancy in his copy style. That was really interesting how he ended up 
winning out many times as his career developed. One of his things I liked 
was he always assessed the facts first before he went for what was 
obvious. Then, when it became obvious everyone ended up saying to 
themselves, “Why didn’t I think of that?” 

 
Mark: That’s interesting. Isn’t it? 
 
Participant: Yes, that’s what I got out of the story. It was great. 
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Mark: What Michael mentioned sparks an idea in my mind. There is so much 

hype on the Internet and people are promising this and promising that. It’s 
not necessarily deliverable and one the things you learn from The Obvious 
Adams Story is use plain, simple talk. That really communicates very well 
to people. The idea of doing your research and homework on the product 
or service to find all the benefits that are within it, so you can present that 
to people, it then becomes the obvious choice and the obvious thing for 
them to do because you have bothered to tell them everything they would 
want to know and what they could possibly experience.  

 
Picture paint or word paint all the benefits they will receive and the 
experiences they get from those benefits. That’s very important too.  

 
 Are there any other comments? 
 
Participant: That brings home to me how many advertising businesses today that 

because they stayed with the obvious when nobody else did, they actually 
dominate the marketplace. 

 
Mark: Can you repeat that one more time? 
 
Participant: There were a lot of, for example, beer commercials and etcetera, that 

even though they were doing all the same thing, they never stated the 
obvious things they were doing. When they did, it became a preemptive 
strike and people said, “Wow, I didn’t know it would do that.”  

 
 That’s using the same Obvious Adams type of thing. They used that as 

part of the marketing. A lot of people don’t do that today because 
everything is so hyped up.  

 
Mark: That is very true. It sounds like you have read from some of these masters 

from the past. You will read some of the stories from these gentlemen who 
set up these testing situations and developed these so-called immutable 
marketing laws so many years ago. One of the things they came up with is 
preemptive advertising where they would let people have an inside view of 
their industry of which other people had never done. It became a very 
interesting story. 

 
 To the people on the inside of the industry it is something that we do all 

the time. It becomes very second nature and very common place but for 
your customers, they get to take a little tour behind the scenes and see all 
the intricacies of your business and how everything works. That may or 
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may not be beneficial to them but it becomes interesting to them and 
nobody else is telling them these things. 

 
 It is one of the extra things you can do to move yourself up into a higher 

position in their mind by letting them in on some of the industry inner 
workings. That is the concept to use. Thank you for bringing that up.  

 
(continues on: Session One audio – part B ) 

 
 Let’s talk about discovering your best markets. One of the things I suggest 

you do is focus on niche markets, tight groups of people. 
 
 The one thing we don’t want to do is to say, “The whole world is my 

marketplace.” If that is the case you haven’t enough time and money to 
get to the whole world. You really need to tighten down and focus on 
people specifically who you think want a certain thing, who are crazy 
about that certain thing and want to spend their money on that certain 
thing and do it repeatedly. That is the key.  

 
 There are five things I have put down here for us to talk about tonight to 

discover your best markets.  
 

First, a niche market you already have an expertise in. That is from your 
own personal background. Lots of times people say, “Well Mark, I don’t 
know that I am an expert in anything.” I guarantee you that you probably 
know more about something than 51% of the population. 

 
 Therefore, that classifies you an expert to all those other people.  
 

Now with just a little bit more work, maybe a month’s worth of study, all of 
a sudden you know more than 75% or 80% of all the people in the world 
on a particular topic. If you get real crackerjack about it and study 
everything for maybe a year, two or three, you would probably be one of 
the top experts in the whole world about a particular topic. One of the best 
places to start is a place you already have expertise in and you know 
something about.  
 
Secondly, maybe you have a friend who is an expert. One of the things 
you can do as a marketer is find people who are experts in their field but 
not very good marketers. You can hook up with them in a joint-venture 
relationship where you end up marketing their expertise. 

 
 That way you don’t necessarily have to be the expert you just have to be 

the marketer. Take these concepts you are learning during these sessions 
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that we do together, and translate these into relationships with people who 
are experts in their field.  

 
Third, niches you are interested in yourself. I know you are interested in 
marketing or Internet marketing or somehow selling products or services 
to other people. 

 
 You notice I didn’t, in the number one slot, suggest that you go out and try 

to be an Internet marketing expert. It is a very competitive field obviously 
and you would be competing with guys like me who have been doing it a 
lot longer than you. That is why I suggest number one and number two, 
find niches where you can be the expert or a niche where you know an 
expert and you can do the marketing, that way you don’t have to be the 
expert in their field.  

 
You could sell products or services in the niches you are interested in 
yourself and you wouldn’t necessarily be the expert. You would be more of 
a person who consolidates information, who shortens the time frame and 
expense that other people have in time and money researching that 
particular market niche. 

 
 There is a terrific value there because people are always short on time 

and money. You can put together information products that help people 
save the time, money and research. You find out what works, what 
doesn’t, who is for real, who is not and put that together in a package so 
people can access that information. You put it together in a way that is 
organized. 

  
 Remember how we talked about knowledge is worthless unless it’s 

organized and put into action? Well that is what your role would be with 
number three.  

 
Number four, niches you know that people are nuts about.  
 
I just made one up, your weird Uncle Al who collects green frog lawn 
statues.  

 
 As silly as that may sound, I plugged it into Google under groups. I typed 

in “ceramic frogs” not knowing what I was going to see. By golly, it was 
amazing. There are all kinds of listings there for ceramic frogs.  

 
 They are out there folks. There is all kind of stuff out there. You as the 

marketer want to be a student, if you will, of markets. 
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 By markets I mean ponds, ponds of fish into the same kind of things. You 
just need to go out and start searching and finding them and starting to 
understand and see the world through their eyes. That’s the talent you will 
have to develop, understanding the world through other people’s eyes, 
how they feel about things, how they think about things, how they respond 
to things. 

 
 Once you develop that talent you will be able to take the knowledge that 

you’re learning from me, organize it and put it into action in any different 
market niche you desire.  

 
Lastly, the fifth number is find market niches you know absolutely nothing 
about and could care less about except someone else is already selling to 
that niche and making lots of money.  
 
I call this my, “I don’t give a crap” marketing method. You find markets that 
you personally don’t have an interest in it but by golly, these people are 
buying the products or services from somebody, and you can end up 
marketing that and making money and you don’t even have to be a maker 
or provider of the product or service. You just need to be in the middle 
between the people who are crazy about it and willing to spend their 
money and the people who are willing to sell it to them. 

 
 You play match-maker between the marketplace and the product and 

service provider. You have no ego in the way at all; if it doesn’t work, so 
what? You move on, you go find another one.  

 
Let’s talk about some research tools.  

 
 Forums are a great place to go because people will type out their feelings 

and their problems and what they are interested in and they talk and talk 
and they don’t realize that there are thousands and thousands of eyeballs 
that get to see exactly what they are talking about. The reason they do this 
of course is they have a user name so they feel like nobody knows who 
they really are. 

 
 This is great for you. They are giving you their innermost feelings and you 

are able to surmise some kind of market research about what they are 
either worried about, what their concerns are and what their hope and 
desires are. It is very important for you to spend a little bit of time in the 
Forums to get some of this information.  

 
 The other thing you can do is hop on News Lists to see what people are 

sending back and forth to one another. I will show you how to find these. 
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The third area is Groups. They are similar to news letters. They are 
emailed back and forth in a news letter format that is actually posted on a 
site. You can research a lot faster than just being on a News Group news 
letter list.  

 
Research your competitors. Those people already have the customers 
that you want. You want to learn how they are approaching customers, 
how they are selling to them, what they are selling to them, for what price 
they are selling to them, how they are going to get them back to the site, 
what is the back end. You want to know everything your competitors are 
doing so you can one-up them and outsell them. 

 
 Another reason is at some point in the future you may need some back 

end products to sell to your customer list. You want to go to other people 
who are very good marketers and see if you can’t work out a joint venture 
or cross promotion arrangement with them. That is one of the problems 
we all have as business owners. The way you really leverage your 
business and make it super profitable is to go out and find other people’s 
products and services that are already manufactured or made or running 
or happening. You don’t have to create them. All you have to do is sell 
them.  

 
Market them to your customer list. They already know, like, trust and 
respect your opinion. That is going to be the big key to making money 
after you get your business and the infrastructure in place, you can really 
monetize all the time and effort you put into things.  

 
 Let’s go to www.Google.com. Let’s go find some Forums. I want you to 

type in the word “Forum.” Hit your space bar, hit the plus sign and let’s 
have some fun.  

 
 Let’s type in “ceramic frog.” You may or may not be into ceramic frogs. In 

that search box in Google, you should have “Forum +ceramic frog” and hit 
Google search. Low and behold, what do we have? We have all kinds of 
things to do with ceramic frogs. The very first one I see, in highlight, is “a 
frog and toad forum” of all things. 

 
 So if you wanted to sell to someone that likes ceramic frogs, here would 

be a place where all the people in the world into ceramic frogs would go 
and talk about ceramic frogs. You could understand exactly what they are 
going through, what problems they have in making ceramic frogs, painting 
ceramic frogs and all the products and services they need to support their 
hobby of ceramic frogs.  

 

http://www.google.com/
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That is a really off-the-wall market niche. You can see exactly how we are 
doing this.  
 
In the search box at the top of that page, instead of reading “Forum 
+ceramic frog” change that to “Newsletter” to look like “newsletter 
+ceramic frog” and hit the search button. You can see the very first one, 
“Sign up for our Newsletter to win free frog stuff.” Here is a big mouth 
ceramic frog holder. Let’s go back up and replace “Newsletter” with 
“Groups” to look like “Groups +ceramic frog” and hit search. 

 
 Here we have Groups that are into ceramic frogs. There are at least 10 

pages relating to Groups and ceramic frogs. Google also has a section 
called Groups and News. You can also look around there and just type in 
the particular market niche you are interested in or exploring.  

 
Let’s talk about Forums again.  
 
The reason we want to be looking at Forums is we are finding people who 
are already easily accessible. 

 
 We have a pond and these fish are in the pond and these people are all 

interested in the same things. That is why it is valuable to look at Forums, 
News Letters or Groups. These people are accessible. You will find out 
where they hang out, who the leaders in their industry are, who they 
respect. You will then go drill down even further and research all these 
things they find very, very interesting so you can understand the world 
through their eyes. 

 
 I keep coming back to that over and over again. It is very important for you 

to understand how they see things, how they feel about things from their 
perspective. Your perspective doesn’t mean anything. What they feel and 
what they think and how they see the world means everything to your 
success. You have to come into this from that angle.  

 
Newsgroups; get on these lists so you are getting this information so you 
can see what people are writing. You will also see what the experts in their 
particular field are writing and how they are communicating to people.  
 
Groups; there is a phrase, “Herd mentality”. Humans tend to like to 
associate with other people who are into the same kinds of things they are 
into. That is why we join associations and guilds and clubs, all these 
reasons to congregate together. It is our emotional support team. 
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 It is people that are like us. We have something instantly in common with 
them and we feel very comfortable. It’s like just stepping into a 
comfortable place. You are already one of them and you can function and 
understand and see how they feel about the world so much quicker.  

 
When you do this either in Forums, Newsletter or Groups you are looking 
for two types of people. You are looking for the buyers so you can 
understand their feelings, their angers their frustrations, their hopes and 
dreams; basically those seven positive emotions and seven negative 
emotions. Always refer back to those seven positives and seven negatives 
when you are looking through these things.  

 
 The other group you are looking for is the sellers who are selling to these 

buyers that are in the groups. These sellers of course are your 
competitors. They are also the people, like I said before, who already have 
your customers. You want to see what they are doing right. You want to 
see what their unique position is.  

 
 Quite frankly, most business owners don’t have a unique position, they are 

all just saying, “Me too, me too, me too. Buy from me, buy from me.” That 
does not differentiate you from your competitors. You want to find out what 
everybody else is saying and then come up with something that nobody 
else is saying that will make you unique and stand out from the crowd.  

 
Differences sell.  
 
Write that down, “Differences sell.”  

 
 You want to look at what your competitors’ shortcomings are. What are 

they not doing well? You need to see what complaints other people may 
have about them. So guess what? You fix those complaints and that 
makes you more unique than the other people.  

 
 Go to www.Amazon.com and type in the market niche you are looking for. 

See what kinds of books are being sold. See who the authors of those 
books are. Are they on the best seller list? Are they on the hot list?  

 
 Where are they at in the scheme of things in the world? That is going to 

give you a little bit of a feel of where your hot markets are.  
 
 Go to www.ebay.com and see what is selling there. Type in “ceramic 

frogs” and see if somebody is selling ceramic frogs at EBay. See what 
people are buying and selling. See if there is a marketplace there for what 
you are talking about. 

http://www.amazon.com/
http://www.ebay.com/
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 Here is a trick that most Internet marketers aren’t doing these days. They 

are forgetting there is a whole world in the so-called real world. You can 
go to a magazine rack at a big bookstore or your local library or even 
down at the grocery store. Pick up a couple of magazines that relate to 
your niche market and read some of the articles. See who the authors are, 
what are they writing about, what kind of style are they writing about. 

 
 Look at the ads, not only throughout the magazine itself, but also the 

classified ads. At the public library you can look at six months of back 
issues and review the ads to see which ones are repeating. They cost 
money to advertise. The ones that are repeating those ads are the ones 
that are getting results. You might want to get on their list to see what kind 
of follow up they are sending out to people. You may want to buy their 
product and analyze the product. You want to know how they treat the 
customers after they buy. Do they have any back end offers that they sell 
to their customers?  

 
Later on at some point in time these may become joint venture partners 
for you. All this market research you do into your market niche is going to 
be used not only now but as time goes by, as you go through this whole 
program and beyond.  
 
Somebody had written in and asked me about how to do surveys. 

 
 The trick to surveys is the quality of your questions. This is what makes 

the information you get so valuable. Spend some time thinking about what 
questions you want to ask that will dig out the information you will find 
valuable.  

 
 Once you have that information or knowledge, what do you have to do 

with it? You have to organize it and put it into action like we learned during 
the last hour we spent together.  

 
 How do you get people to take your survey?  
 

You could go into Forums, Newsletters and Groups and get involved and 
very, very gently become one of them. Ask questions, give answers. You 
have to become part of the group before you start getting something out of 
the group. Always give before you try to get. At some point you can say, “I 
am researching this one little thing and I want to see how you all feel 
about thing? 
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 Here is a simple survey that I set up. You go to this web address and fill it 
out.” You could also give them a reason why; what’s in it for them. For 
doing so you get access to a special report, “The Best Way To Keep 
Ceramic Frogs From Breaking” a new technique that is really changing 
how people enjoy ceramic frog building (or whatever � ). That is what you 
want to do. Give them a reason to go to that survey to help you out. 

 
 Many times people are interested in survey results themselves. They take 

the survey and they click the button then they get to see how everybody 
else feels too. People find that interesting.  

 
 Let’s move on to assignments then for the next couple of weeks. I want 

you to go back and go through these niche areas, one, two, three, four 
and five.  

 
 Write down the niches you have an expertise in, the niches you might 

have a friend that is an expert, the niches you are interested in yourself, 
niches you know people are nuts about like your weird Uncle Al who 
collects ceramic frogs and niches you absolutely know nothing about but 
you know people are making a whole bunch of money in that niche. 
Maybe you just need to be the one who finds markets and finds sellers 
and puts them together and makes money in the middle.  

 
The first thing to do is write down all those different categories and market 
niches you find that would apply to those five areas. 

 
 Then we go back to those market niches and use all the tools that we 

talked about tonight. Use all these approaches and do your market 
research into each one of those niches. Answer these questions for each 
one. You are going to need a notepad or open a word text pad to keep 
records on all your research.  

 
The questions you are going to ask is who, what, where, when, how and 
why on each one of these market areas. 

 
 You are going to be a little research reporter for yourself.  
 

Who; what is the group, what are they all about, what are their problems, 
what are their goals, what are the seven positive emotions they are 
concerned about and what are the seven negative emotions they are 
concerned about?  
 
When; do they buy seasonally, is it a seasonal problem, is it a monthly 
situation and is there any pattern to their buying? 
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 Where: How do you find them, how do you get to them and where do they 

hang out?  
 

How: How do they buy, how do they make buying decisions, who do they 
buy from those and types of questions.  
 
Why: Why do they buy?  
 
You have to be a detective here and see the world through their eyes, 
their feelings and their emotions.  
 
Here is the reason why you want to do this. 

 
 Unless you produce or acquire the product or service that people want, 

and communicate to them and let them know you have the solution to their 
most troublesome problems or the object of their burning desire, then 
everything else we are going to do in these sessions will be worthless to 
you. That’s why we spent so much time talking about these things tonight.  

 
The mindset of Think And Grow Rich and Scientific Advertising and The 
Story Of Obvious Adams of getting your mindset correctly and then the 
mindset of seeing the world through your prospects eyes, and how they 
feel about things and translating everything that you do and gearing it 
toward that.  
 
That is your ultimate goal as the marketer.  
 
By finding the answers you stack the success deck way in your favor 
because 99% of all your competitors do not know the answers to all these 
questions we talked about tonight. 

 
 They have never thought of this stuff. They are probably too lazy to think 

about this stuff.  
 

You, being the winner, who is persistent, are going to do this stuff and it’s 
going to pay off for you big time. They never have a clue what their 
customers really want to buy.  
 
When I talk to a lot of people I ask them, “What does your customer really 
want?” They will say, “The product.”  

 
 It’s never the product.  

It’s what that product does for them.  
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What is the end result that the consumer wants from your product or 
service?  
 
That is what you are trying to find, the ultimate benefit that your product or 
service does for that consumer.  

 
 Thank you all very much. I hope you enjoyed it and we’ll be 

communicating real soon.  
 
 Thank you and good evening.  


